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ABSTRACT 

This study focused on determining the nexus between perceived organisational support and commitment 

of customer-contact employees of eateries in Port Harcourt. The study treated perceived organisational 

support unidimensionally while commitment was measured using affective, continuance and normative 

commitment. The study adopted an explanatory research design. It used a questionnaire to collect primary 

data and employed the Pearson Product Moment Correlation (PPMC) as the test statistic, relying on SPSS 

version 20.0. The study observed that perceived organisational support associate strongly with 

commitment of customer-contact employees. This is because perceived organisational support have a 

strong, positive and statistically significant relationship with all the measures of commitment 

accommodated in the study. The study therefore conclude that perceived organisational support 

influences commitment of customer-contact employees, or that affective, continuance and normative 

commitment of customer-contact employees depends on perceived organisational support. The study 

recommends that eateries in Port Harcourt that seek to secure the commitment of their customer-contact 

employees should treat these employees well and give them the necessary support they require in their 

“pursuit of the better life”. 

Keywords: Affective commitment, continuance commitment, normative commitment, perceived 

organisational support 

 

INTRODUCTION 

One of the most daunting challenges managers of tourism and hospitality firms face is high employee 

turnover (Gok, Akgunduz, & Alkan, 2017); which affects service processes and carries other costs that 

erode firms’ profitability and sustainability. The goal of tourism and hospitality firms is to delight 

customers in order to command their loyalty. These firms implement various managerial practices to 

increase employee retention, as acquiring and retaining qualified employees that delivers the services that 

delights customers has remained a bane for managers. Advocates of total quality management posit that 

satisfying external customers depends on satisfying internal customers (employees), because employees 

are instrumental in providing satisfaction to the customers of the firm through competent service delivery 

(Bettencourt & Brown, 1997). 

The imperative of employees to the overall wellbeing and sustainability of organisations is well 

documented in literature. The resource-based theory (Barney, 1991) emphasizes the roles of internal 

resources of the firm. A resource is anything that could be considered as strength for an organization; 

including tangible and intangible assets that are semi-permanently tied to the organization (Wernerfelt, 

1984). Such assets include the employees of the organisation. Employees are the ultimate source of 

competitiveness for firms, as globalization and other environmental shifts weaken traditional sources of 

competitiveness. Employees must however be retained, if the firm must benefit optimally from them. 

Nwulu and Ateke (2018) explain the importance of retaining customer-contact employees when they state 

that: 
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Firms strive to retain customer service employees in view of their roles in building, maintaining and 

expanding relationship with customers. Besides, employee turnover is costly for firms. Not only does 

it carry the cost of replacing lost employees, such employees also leave with their knowledge and 

sometimes, the relationships they have developed with customers. Employee retention is thus a goal 

that attracts managers’ attention. The achievement of this goal is better guaranteed if firms are able 

secure the commitment of employees. Employee commitment is a function of myriad factors that are 

either endogenous or exogenous to employees. The much a firm understand about these factors 

determine its ability to retain its employees. This is because understanding the aspirations of 

employees and catering for them is a sure pathway to retaining them. 

 

No organizations can effectively exploit the “unlimited and attractive opportunities” the business milieu 

presents without competent and committed workforce (Aneet, 2017). Skilled employees are thus 

indispensable resources in the operations of firms, and must be retained for continued performance. 

However, the intention of employees to continue working for an organization is a product of many 

factors. Nature of work, career development programs within the organization, organizational prestige, 

organizational identification (Akgunduz & Bardakoglu, 2017) and perceived organisational support 

(POS) are some of the most commonly cited factors. This study focuses on the link between POS and 

organisational commitment of customer-contact employees of eateries in Port Harcourt. 

POS explains the relationship between the treatment an organization mete out to its employees and the 

attitude or behaviour of the employees toward their jobs or the organization (Yulianti, 2015). It is defined 

as employees’ perception of the support they get from the organisation in their pursuit of “a better life” 

(Rhoades & Eisenberger, 2002). POS also represent employees’ believe that aid will be available from the 

organization when it is needed to carry out their jobs effectively and to deal with stressful situations 

(Rhoades & Eisenberger, 2002). “It encompasses employees' perception of their contributions to the firm 

and their perception of welfare offered by the firm” (Yulianti, 2015); and is a product of the evaluation 

employees make about various elements including how they are valued by the organisation (Gok et al, 

2017). The benefits of approval, respect, remuneration and promotion, as well as access to information 

needed to perform their jobs are common criteria employees use to evaluate POS (Rhoades & 

Eisenberger, 2002). The perception of employees about the organization delivers a certain level of 

confidence to employees because of the rewards that are given to them by the organization for their 

contributions to the success of the organisation and the organization's attention to the quality of life of the 

employees. 

The outcome variable of this study is organisational commitment. Organisational commitment is 

conceptualised differently by different scholars. However, most of these conceptualisations suggest that 

organisational commitment reduces employee turnover (Nwulu & Ateke, 2018). The cost of employee 

turnover thus underscores the importance of organisational commitment (Silverthorne, 2004). Wei and 

Tai (2010) posit that organisational commitment describes the relationship employees have with their 

organizations. Empirical and anecdotal evidence suggests that employee commitment is a core condiment 

for creating competitive and profitable business organisations, especially in the contemporary business-

scape where the profitability and sustainability of firms derives from the skills and competencies of its 

employees. 

Organizations benefit immensely from having a committed workforce (Wainaina, Iravo, & Waititu, 

2014). Committed employees are retained, they perform effectively, work compatibly, they are productive 

and are good organizational citizens (Sayğan, 2011; Mayer & Martin, 2010). Meyer, Stanley, and 

Vandenberg (2013) view organisational commitment as a psychological state involving varying levels of 

affective attachment to the organization, perceived costs of leaving the organization, and the felt 

obligation to stay with the organization. This postulation indicates three kinds of commitment-affective, 

continuance and normative commitment-(Allen & Meyer, 1996). Affective, continuance and normative 
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commitment are thus adopted as measures of organisational commitment in this study. Sayğan (2011) in 

Nwulu and Ateke (2018) explain that:  

 
Affective commitment represents an individual’s identification with, and involvement with the 

organization and its goals. Employees with strong affective commitment remain with the firm 

because they want to. This stems from employees feeling that the organization is responsible 

towards them. Positive attitudes toward the organization via affective bonds and show of loyalty is 

thus their way of reciprocating the firms “goodness” to them. Continuance commitment represents 

a balancing of the perceived costs of leaving the organization with the perceived benefits of 

staying. It is a willingness on the part of the employees to remain with the firm because of the 

perceived high cost of quitting and the benefits of staying. Normative commitment on the other 

hand, represents an employee’s sense of obligation to stay with the organization. It is based on the 

personal ethical consideration of employees that they have to remain with the firm. 

 

The experience-based nature of POS (Gok et al, 2017) relates to the policies, norms and actions of 

organizations (Eisenberger, Armeli, Rexwinkel, Lynch, & Rhoades, 2001). The occurrence of unsafe 

working conditions that may be costly to employees and the firm (Baran, Shanock, & Miller, 2012) will 

be reduced if employees willingly report mistakes and suspicious events at the workplace. However, 

employees will be more willing to report mistakes when they work in a supportive organisational climate 

(Gok et al, 2017). Also, the belief of employees that their contributions to their organization are assessed 

and that importance is attached to their welfare by their organizations reduces turnover intentions 

(Rhoades et al, 2001). Employees that feel supported show better psychological well-being, higher job 

satisfaction, better performance and low turnover intention; POS thus informs commitment and obligation 

to remain with the organization (Eisenberger et al, 2001). It enhances employees’ sense of obligation to 

the organization and reduces the intention of employees to leave (Stinglhamber, Vandenberghe, Rhoades, 

Eisenberger, & Sucharski, 2002). Furthermore, POS significantly associates with, and is considered a 

precursor of organizational commitment (Kim, Eisenberger, & Baik, 2016). In view of the foregoing, the 

study proposes that:  

H1: POS significantly correlates with affective commitment of customer-contact employees of eateries. 

H2: POS significantly correlates with continuance commitment of customer-contact employees of 

eateries. 

H3: POS significantly correlates with normative commitment of customer-contact employees of eateries. 

 

METHODOLOGY  

The aim of this study was to determine the link between POS and organisational commitment of 

customer-contact employees. The study adopted an explanatory research design. The population of the 

study consisted of customer-contact employees of eateries in Port Harcourt. Information obtained from 

the Port Harcourt Chamber of Commerce and Industry indicates that a total of twenty-one (21) eateries 

are registered with the Chamber. The total number of customer-contact employees in each of the twenty-

one eateries could however not be ascertained. The study thus opted to sample a total of eighty-four (84) 

customer-contact employees on a sample frame of four (4) customer-contact employees per eatery. The 

accidental sampling technique was used to arrive at the test units. 

A structured questionnaire served as the instrument of primary data collection. The validity of the 

instrument was confirmed through the opinion a jury comprised of experts from the academia and 

industry with adequate knowledge of the subject of the study. The internal consistency of the 

measurement items were determined through a test of reliability using the Cronbach’s alpha with a 

threshold of 0.70 set by Nunally (1978). Table 1 below presents the results of the tests. 
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Table 1: Summary of Result of Reliability Analysis on Study Variables  

 

S/N  Variable   Cronbach’s Alpha   No. of items  

1.  POS    .761     6  

2.  Affective Commitment   .714    5  

3.  Continuance Commitment .744     4  

4.  Normative Commitment   .811     4  

Source: Simulation from SPSS Output on Data Analysis on POS and Organisational Commitment of 

Customer-contact Employees (2018).  

 

The final analysis of the study was based on usable data gleaned from the responses of seventy-eight (78) 

customer-contact employees. The Pearson Product Moment Correlation (PPMC) served as the test 

statistic relying on the Statistical Package for Social Sciences (SPSS) version 20.0. In addition to 

assessing the strength of relationships, the study also evaluated the nature of relationship between the 

variables in focus. The P(r) was also used to quantitatively measure this phenomenon (Bryman & Bell, 

2007). The coefficient of correlation was assessed from the ranges of -1.00 to 1.00. -1.00 represent a 

perfect negative relationship, 1.00 represent a perfect positive relationship; while 0 denotes no 

relationship. A higher correlation coefficient indicates stronger relationship between the variables (Shiu, 

Hair, Bush, & Ortinau, 2009). 

 

RESULTS 

 

Table 2: Correlation Analysis of the Nexus between POS and Affective Commitment 

Correlations 

 

 

  POS Affective 

Commitment 

Pearson 

Correlation 

POS Correlation Coefficient  

Sig. (2-tailed) 

N 

1.000 

. 

78 

.791** 

.000 

78 

Affective 

Commitment 

Correlation Coefficient  

Sig. (2-tailed) 

N  

. 791** 

.000 

78 

1.000 

. 

78 

** Correlation is significant at the 0.01 level (2-tailed) 

Source: SPSS Output on Data Analysis on POS and Organisational Commitment of Customer-contact 

Employees (2018).  

 

Table 2 above indicate a positive correlation between POS and affective commitment. The test produced a 

P(r) of 0.791**, which means that the relationship between the variables is strong. The positive sign of 

the correlation coefficient indicates a positive relationship between the variables, while the PV of .000 

which is less than .05 indicates that the relationship between the variables is statistically significant. The 

study thus accepts the alternate hypothesis and affirms that there is a significant relationship between POS 

and affective commitment of customer-contact employees of eateries. 
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Table 3: Correlation Analysis of the Nexus between POS and Continuance Commitment 

 

Correlations 

 

 

 

  POS Continuance 

Commitment 

Pearson 

Correlation 

POS Correlation Coefficient  

Sig. (2-tailed) 

N 

1.000 

. 

78 

.676
** 

.000 

78 

Continuance 

Commitment 

Correlation Coefficient  

Sig. (2-tailed) 

N  

. 676
**

 

.000 

78 

1.000 

. 

78 

    ** Correlation is significant at the 0.01 level (2-tailed) 

Source: SPSS Output on Data Analysis on POS and Organisational Commitment of Customer-contact 

Employees (2018).  

 

As Table 3 indicates, a strong relationship exists between POS and continuance commitment. This is in 

view of the P(r) value of 0.676** generated by the test. The positive sign of the result indicates a positive 

relationship between the variables, while the PV of .000 which is less than .05 indicates that the 

relationship between the variables is statistically significant. The study therefore accepts the alternate 

hypothesis and affirms that POS and continuance commitment of customer-contact employees have a 

significant relationship. 

 

Table 4: Correlation Analysis of the Nexus between POS and Normative Commitment 

 

Correlations 

 

 

  POS Normative 

Commitment 

Pearson 

Correlation 

POS Correlation Coefficient  

Sig. (2-tailed) 

N 

1.000 

. 

78 

.601** 

.000 

78 

Normative 

Commitment 

Correlation Coefficient  

Sig. (2-tailed) 

N  

. 601** 

.000 

78 

1.000 

. 

78 

    ** Correlation is significant at the 0.01 level (2-tailed) 

Source: SPSS Output on Data Analysis on POS and Organisational Commitment of Customer-contact 

Employees (2018).  

 

Table 4 above shows that the P(r) coefficient of the relationship between POS and normative commitment 

of customer-contact employees is 0.601**. This value is high, and implies that a strong relationship exists 

between the variables. The positive sign of the correlation coefficient implies that a positive relationship 

exists between POS and normative commitment, while the PV of .000 which is less than .05 indicates that 

the relationship between the variables is statistically significant. The study therefore accepts the alternate 

hypothesis and hold that POS has a significant relationship with normative commitment of customer-

contact employees of eateries. 
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DISCUSSION OF FINDINGS 

This study focuses on examining the correlation between POS and organisational commitment of 

customer-contact employees. The results of the empirical tests conducted reveals that POS have 

significant correlation with organisational commitment; as POS posts strong, positive and statistically 

significant correlation with affective, continuance and affective commitment. POS and affective 

commitment posted the strongest correlation. The findings of the study support the finding of 

Stinglhamber et al (2002) that POS enhances employees’ sense of obligation to the organization and 

reduces turnover intention. The findings of the study also cohere with the observation that POS 

significantly associates with, and is a precursor of organizational commitment (Kim et al, 2016) and also 

that POS informs commitment and obligation to remain with the organization (Eisenberger et al, 2001).  

The findings of the current study further corroborate the observation of Gok et al (2017) that POS reduces 

employees’ turnover intention and that of Aneet (2017) that POS is positively correlated with affective 

commitment. The findings of the study also supports the view that “POS affects the degrees of 

employees’ affective commitment to their organization, and this commitment creates a climate in which 

the employees are likely to reciprocate with positive work outcomes; and that POS is an antecedent to 

affective organizational commitment” (Muhammad, 2014). Employees that feel supported by their firms 

show better psychological well-being, higher job satisfaction, better performance and low turnover 

intention (Eisenberger et al, 2001). 

 

CONCLUSION AND RECOMMENDATIONS 

Based on the results of the empirical tests conducted and the discussion of findings presented in the 

preceding sections, the study concludes that POS correlates significantly with organisational 

commitment; or that affective, continuance and normative commitment of customer-contact employees of 

eateries depends on POS. The study therefore recommends that eateries in Port Harcourt that seek to 

secure the commitment of their customer-contact employees should treat these employees well and give 

them the necessary support they require in their “pursuit of the better life”. The study also recommends 

that eateries in Port Harcourt should assure their customer-contact employees that “aid will be available 

from the organization when it is needed for them to carry out their jobs effectively and to deal with 

stressful situations”. 
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